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S^Sales Cycle 

Sept. 2-Oct. 25,1974 






SECTION I, II, IV Y 

<-■! . * - -■ ......... 

MERCHANDISING PROGRAM SET-UP SHEET 


This Merchandising Set-Up Sheet supersedes the brand alignment outlined on the 
Product Promotion Plan Folder. . . . 


Y*Y.- rn nerciiaiiuisiny Jet-up 

Product Promotion Plan Fo 

t - .&■$, , •. ■, . 

I i2P WAREHOUSE AREAS Y ‘ / 

| ^ Portland, Maine VJ,'. 

T '%W?0il‘0k ■•^l&i^'Manchester, N. H. " 

• ysO. v 


Providence, R. I. 
Hartford, Conn. 


Jersey City, N. J. 
Boston, Mass. 


:t \Y .. 


' -v * vy* -V - 


MARKET AREAS A PERSONNEL INVOLVED 
♦Section 1 7 ,! .. 


« 


s**i; 

;#■ ■ iffi* 


Division: 01-01-00 
. • 01 - 02-00 
•r.-V. v Y oi -03-00 
. k. “r 01-04-00 
' 01-06-00 


Assignment: 01-05-01 
, 01-05-02 

01-05-03 
: - » 01-05-07 


Section 2 


All Divisions 


♦ Section 4 

04-01-00 

04-02-00 


♦ALL OTHER INDIVIDUALS REMAINING IN YOUR SECTIONS WILL FOLLOW THE NATIONAL PRODUCT 
PROMOTION PLAN. . - .. • ,c •.... . . 

As a part of the 10-carton combination offer, sell-in 2-cartons Marllboro i Menthol 
Box , 2-cartons Marlboro Lights, and 1-carton Marlboro 100's. . 

PLAN "B" DISPLAYS - Nfew Wire Rack: Display Marlboro Menthol Box with Marlboro 
r , Red, 100's or Lights in the top section - September 2 - 
October 25, 1974. . _ ; , 

PLAN "B-l" DISPLAYS - Display Marlboro Menthol Box with Marlboro Red, IDO'S or 

.Lights in the large section - September 2 - October 25, 1974. 

30 PACK SET/SELL UNIT - Display Marl boro Menthol Box with Marlboro Red, 100's or 
Lights in outlets without contracts - September 2 - 
■ • October 25, 1974. 

All other instructions relating to the 10-carton sell-in and display activities 
outlined in the Product Promotion Plan Folder will remain unchanged. 
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s th Sales Cycle 

Sept. 2-Oct. 25,1974 
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'.- < : 1 -'* iv :V> , ,‘i'./ : ■ ; '-’ :v section i, ii, iv • .;. 

,.;»i^''v. - / MERCHANDISING PROGRAM SET-UP SHEET . ■ 

' i ';. l '.l-'' • ! _ _ . ■ .*•■•> " 

This Merchandising Set-Up Sheet supersedes the brand alignment outlined on the 
Product Promotion Plan Folder. 

, , - ■ tfiSr • •<, .«» N - . ■'■• i* *.*.*■ * ‘ ' . *■ _ . - 

WAREHOUSE AREAS -'-V : .V",,. , -V; ■' •••.-. ' 

. .Portland, Maine .? ' ^ . Providence, R. I. . Jersey City, N. 


'tS 5 Manchester, N. H. 

■li-ij;’. . Springfield, Mass. 

MARKET AREAS & PERSONNEL INVOLVED 

♦ Section 1 .■ 

Division: 01-01-00 Assignme 

^ V^ 01-02-00 ' 

•• ♦ 01-03-00 

01-04-00 
01-06-00 


Hartford, Conn. 


. Jersey City, N. J. 
. Boston, Mass. 


Assignment: 01-05-01 
01-05-02 
01-05-03 
• •.• 01-05-07 


Section 2 
All Divisions 


♦Section 4 

04-01-00 

04-02-00 


♦ALL OTHER INDIVIDUALS REMAINING IN YOUR SECTIONS WILL FOLLOW THE NATIONAL PRODUCT 
PROMOTION PLAN. ... 

As a part of the lD^carton combination offer, sell-in 2-cartons Marlboro Menthol 
Box , 2-cartons Marlboro Lights, and 1-carton Marlboro 100's. 

PLAN "B" DISPLAYS - New Wire Rack: Display Marlboro Menthol Box with Marlboro 
,, -v , : Red, 100's or Lights in the top section - September 2 - 

Vo-Vjv.' ; / October 25, 1974. 

PLAN "B-l" DISPLAYS - Display Marlboro Menthol Box with Marlboro Red, 100's or 

- Lights in the large section - September 2 - October 25, 1974. 

30 PACK SET/SELL UNIT! - Display Marlboro' Menthol Box withi Marlboro Red!, 100's or 
Lights im outlets without contracts - September 2 - 
. V,,. October 25, 1974. 

All other instructions relating to the 10-carton sell-in and display activities 
outlined in the Product Promotion Plan Foldfer will remain unchanged. 
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Sept. 2-Oct. 25,1974 


Z-yJ.Sr 


r^t/n'A '.*:-i 


TO: / ;• .FIELD SALES FORCE 

■■'4'*' '.-■ r " "■’ '' V' ; i?.'i 'y -/' ~ ..“• ■ ’*.' 'ti. ■.'■., ~.r ; • ■ 

FROM: ' " ;; J. J. Gillis ; /.. . ' O'..-' . , :.'; ;'/. ,1 .- .O .-: 


The first six months of this year have produced impressive: sales 
gains on all our major brands. . 

••V . • O . *' ;••- •, ■ ■* ■• - 

During the fifth cycle, we will feature Marlboro, Benson & Hedges, 
Virginia Slims and Benson & Hedges Multifilter. 

*: C :'■ •-■•" ',)■ ■ : \ .:■ r'-', •' •, ;. ,. v ,'. 

With these products and the support being provided, we can 
continue to establish our growth objectives. 

.r-'il-.is-- .-?■ i-V-r- •» - 

To accomplish this, we must place particular emphasis on main¬ 
taining adequate inventories at every level of trade. We must 
also use every means to improve our display impact at the point 
of sale. ■- 4 1 *• 

■ % - '•• •' r' • _ _ V * 

We are confident that with your dedication, important achieve- 
; ~.jnents in these areas can be made. ' _ , _ 
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MANAGEMENT SELL-IN CY' 



DIVISION MANAGERS 


. . TRAINING ftftftfe%- 


' -”'-7 . ' , 7 , ‘ i-w/irv ; 




’ -•"* ;V>v 
■ V »*•*'« fftVs-." 


. Training is the key to developing professionals. Practice is a basic fundamental. ' .^ V ' ^ 

ft • Plan your time spent with each Sales Representative efficiently to insure complete understanding of the Product Promotion Plan • J**: 

" f ... ‘^ ■ and the specific objectives of their in-store mission as indicated. Special emphasis should be directed towards the profit 

V-ft ftft.-ftftfftft r -.ft-'. . 

ft • (Determine with each Sales Representative areas for development in improving their effectiveness »nd productivity. .' - V 

t■■ ■ *- K-'pv, .vv-- ; /• .•.•■•. ■. . • ■■ ■ : ' '•" 

.ra*.*‘ w ^ ’.* • 'ft* v:. _ *» * '• ~ —v. Y ft ?.<*£**£ 

■ ...*r • V>*r,ftft.:3 ••f'ftft-■'•■ -•. • .' V-'• ■ •■ ’ • ’ v •■’ •' • ft .( 

ft . supervision .. vftftftftft-'': ".■ ft 'ft :■ ■>-*.; ft ftftft 

• : •; '•••.‘fti’SS'-fti*' .'• ■'■ - ■ • : .-ft. ■ .. ftft'ft-jft-: 

• Maintain an on-going program for auditing Daily Work Records and Expense Vouchers. This is an important . , v -.^u 

management re sponsibi I tty. . • .. . . • v 

-£i" ft ft - - v*-' 1 **-’- 51 ••••■ •' 

• Retail Call Cards must be reviewed constantly to determine that the information is maintained in an updated and , ;7 > . . 

%i‘ , ' ■ ■ * ccurata manner : ft' * v ^“ft'ft-ftft Si ■ . ."■rft.ft-' t; i: .ft .“'ftftc,_.ft ^ : . ; ■ _ Y 4 *« 

e This will also determine if proper call frequency is being made. 

" K • Summer Samplers will require a termination report and span at the conclusion of their employment. Refer to Managers Manual 

for specific instructions. ■ f+ 

^ ; • use only Scanner Sheets mailed with ithe Cycle's P.O.S. Kit. All others must be destroyed unless otherwise instructed. , : 

. • ft- . “ v- • ft - ••■■■••■• 


/.ft .ft'- 


RETAIL ACTIVITY' ^ ' ' ft’ . .ft 1 .’.ft' ' : ft 

Supermarkets: Direct your activities in supermarket calls to: ft ' 

• Improving product exponi re and avail abi I ity on alt major brand packings. ft.'--. . v".'* J 

• Attempt to allocate space on Plan-O-Grams more efficiently for major brand packings. 

• Gain access to Order Guide to insure product demands are being satisfied. 

• Special Marlboro A-1 displays must be utilized efficiently throughout each assignment. Any cancellation must be immediately 
redirected to other outlets. 




m '~v: 


Gratis Payment 

NOTE: Gratis or the Set/Sell Allowance can be paid in :any contract or non contract outlet if the outlet is non^control led. Gratis and 
the Set/Sell Allowance cannot be paid in any controlled outlet unless prior authorization is received through the Section Office. 
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XE 5 AUGUST 5 - 30,1974 ” 

4 ---—— ; ----- 

II ‘HC 3 •^ : "• ' ; : 

—L ' "area managers-distributor sales 



- - fa ■’ 'i ' . T';T • - ■» : * - ■.■*■ ■>. 


v> • f*L-i — * « ■:*. ■ 

2*.^ DISTRIBUTOR COVERAGE ^ . 

.* i ■ ,.- :• V. , % .... .... ; 

.-•^y>- • Maintain and insure total product availability in support of retail activities. 

V • Out-of stock or low stock conditions at the distributor level I require constant attention to relieve similar situations 
,^retail outlets. ^^^^_ ■... y . . -.. ; 

• • Up^ade standing orders at every opportunity to reflect a minimum of 85% of product purchases. 
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; , : -y ,, y.:..... ■ 

:-r> ’ ^ - • ■ 

"•'t ^ f' >.v •' - V -.;- ’-y ' - ; • '' ' • ■ ; . 

£y«y| i y-y ■>■ ;>- 

.; 1,VENDING COVERAGE .. 

^v*}.. #... , ■ -• 

l **■ • ■ - 

’ ■ The New Vending Programs will have a dramatic impact during the remainder of this year. 

• All "Ride-With" Programs must be planned and coordinated with Section Managers to insure the greatest impact for our 
- products in gaining new columns. 

. ^‘Tv • Review the provisions of the newPlan-D merchandising offer and alert all vendors of these new provisions. 

■■- f - • Revised Vending ilhvoices and account placement forms should be presented to all participating vendors. All other forms must 
:* be destroyed. Continue to secure and forward the Quarterly invoices within the prescribed time period. 
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AREA MANAGERS’ CHAIN SALES 


PLAN A ' -V ‘-''V *>'&' 

• One ot your primary responsfoilhies is to secure adequate space on the 
carton fixture equal to our market share in your area. Where inequities exist 

• with your accounts, use the Carton Rack Visuais (Analysis III-A Presenta¬ 
tion} to help you gain the additional space for our brands. 

• Plan-O-Grams must be continually adjusted to reflect the best utilization of 
space for our major product packings. Slower selling brands can be com- 

-fc'./rv bined to make available space for these major brands more efficient. 

i-- & ;~Jjk jK-/,■■V‘‘ :r ">'■ : ’ 


CIGARETTES 


PLAN A-1 




.• The majority of A-1 Bins for 
-, the Parliament Cookbook Pro- 
motion have been installed. 
p '*- In instances where chain ac¬ 
counts have cancelled, notify 
• ’ your Section Manager so that 
Surplus bins may be reallocat¬ 
ed and utilized. ■ -^v." 

• Ail invoices for this promo¬ 
tion should be secured and 
mailed in no later than Sept¬ 
ember 27, 1974. 


SHOW AND SELL CONCEPT 



The Marlboro A-1 Generic Family Pro- 
motion has by now been presented to 
your accounts. It is imperative that your 
accounts are aware that 150 cartons or 
more must be available for display. 


Audit a representative number of stores 
within each chain account during this 
cycle to determine the efficiency and ef¬ 
fectiveness of this display. This practice 
must become a standing procedure. 


MERCHANDISING 


PACK MASTER™ MERCHANDISER 




t . , 

l*S 

'■* >• - v 1 





Show and Sell is a proven alternative to merchandising 
cigarettes where security is a major concern. 

Show and Sell areas can also be extended into 
Service Center concepts. 


• All sizes 8, 12 & 16 channels ana available and should 
be ordered in the normal manner. 


SERVICE CENTER 

• Increasing number of Service Centers are being installed in high volume accounts throughout the 
country. 

• Continue to follow-up all presentations made with chain management. Whenever additional assistance 
is needed in presentations or in the development of material! for layouts or design renderings, our 
National Accounts Department will provide this service. 
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MILITARY REPRESENTATIVES 
FIFTH SALES CYCLE 

„ . SEPTEMBER 2.1974- OCTOBER 2B. 1974 


C 


• • •-* •-- 


- ~T77~. ~7~ 

*V. 

fFEATURED BRANDS - 




National advertising will be placed behind the brands preceded by an asterisk (*). For your information, you will be provided 


with national sales figures for all major brands through June, 1974. 




•: : ' ''-v.tV*- 

L MIL. 

NAT., V.-5- ■ '• •• 

MIL. 

• ■■ + - NAT. 


■ BRANDS 

GROWTH 

GROWTH BRANDS -v 

GROWTH 

GROWTH 


*Marlboro BO/85 

+ 2.2% 

+ 7*4% *Parliament 80/85 

- 2J1% 

- 2.1% 


' *Marlboro Lights 

? +34.5% 

+33.5% *Parliament 100's 

+25.6% 

♦16.3% 


•Total Marlboro 100’s 

' +19.00% 

+22.4% 




•Marlboro Menthol 

- 5.2% 

+16.1% •Total B&H Multifilter 

* - - 7^% 

V - 1.4% 


•Total Marlboro 

^ 5.3% 

+10.1% 


- ■■ ^ ’ 


• 

V - 

•B&H Regular 100's 

+ 63 % 

+ 9.2% 


•Virginia Slims Regular 

; --Mr 14J9% 

r +11.6% *B&H Menthol 100's 

+12 3 % 

V +13.8% 


' *Virginia Slims Menthol 

29.3% 

•; +17.4% ; '•*. •_ _■ v- T 

-' V , 5> 


1 The sales figures above provide you with 

an opportunity to compare the sales of our brands 

in your area 

with sales on a 


■ y* . national scale. , - :■£ 

v'.vMii-. • 


■ • . • - 









• . 

DISTRIBUTION/INVENTORY 

iZp- 


Wentify several accounts that have rfstribution voids this cycle. Make special distribution presentations designed to secure dis¬ 
tribution for brands not stocked. .. .<-'*!• tu-Vi. .r _ . ' . - ? 


Review your accounts in an effort to identify those with an inventory problem. Recommend an average weekly order designed 
to bring inventory up to par. t . .“-‘o ^ ... ; 


You recently received !a Philip Morris Customer Circular No. 429 pertaining to the previously established five (5) case minimum 
' shipment. It i* still permissible to sell military outlets only a threexase minimum. You will be notifiediif this policy changes. 





.. MERCHANDISING 


- — 


- - : 


PLAN A 

An ample quantity of Shelf Talkers. Coupon Pads and other 
A PjO.S. items used for national promotions are available for 
: use in military outlets. These must be ordered in keeping 
■ A with your ability to utilize the materials effectively. Order in 
normal manner. 


- Every effort must be made to maintain a share of the carton 
fixture equal to our Market Share in that area. Make sure 
f< ; ; RtarvO-Grems are followed as adjustments are made in the 
\S5 carton sections. . 


AAFES B & B1 PROGRAM 


These display units provide important product exposure 
In high volume outlets. Be sure the displays are being 
properly maintained and in compliance with our mer¬ 
chandising con tract. 


VENDING 


1 Continue to work with the vending specialist on military 
bases in an effort to secure placements for our brands* 
Advise your Section Managers of any successes gained 
as* result of working with the base specialist 


PLAN A*1 



We need to have an inventory of the 
number of Generic A-1 Bins you have on 
hand in your storage location. Provide 
us with the number of one (1) column 
and the number of two 12) column bins 
available. This information should be 
forwarded to George Kama I no later 
than September 20. 1974. 


1 column or 2 column 


SET/SELL DISPLAYS 


o 


These units can be used and are accept¬ 
able where single packages are displayed. 
Payments are not to be used for this 
rfsplay. 




PACK MASTER™ MERCHANDISER 


Pack Masters have been widely accepted 
by many military outlets throughout the 
country. Units are to be requested in the 
normal manner. Presentations to military 
outlets will be an ongoing program. 



REPORTING 


Business Reviews: Continue making Business Reviews to target customers you have iden¬ 
tified. Include in your monthly report any business reviews you were able to present. 
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PRESENTATION SUGGESTIONS 


NON-CONTROLLED OUTLETS 


; : vV.4. 

> *' . 'trJirtMe'-*-' 

v-U' ;: * 


.'» ■ . - V-' • 

--#• - - *. : *:: 

•« 


Brenda Growth 
Local Saids Figures 
Local Saids Figures 
Local Sales Figures 


Featured Brands „ ■■■»>.■ 4_ ti ; ,. ... '» Consumer Offer '•.-■■Grinds Growth 

Marlboro ■“ ' .■ - : V 1 - - : V ^ ^ . See Promotion Rationale Local Saids Figures 

. Benson & Hedges 100's or Benson & Hedges Multifilter See Promotion Rationale Local Saids Figures 

Benson & Hedges MultiMter or Virginia Slims \ See Promotion Rationale Local Sales Figures 

X ' ■?;*.**,■ ■: V • • : * * 4 'V ‘ .: ■ • ■ . '•••;:.■ /• _*.• 

* BENEFITS: ~ ’ • ' • •'•'•• v • • ' •% . t ‘ • ' • * 

P/offf Structure .. '* v 4 . . : 

J* 100 Packs X __- 1 Per Pack ^^ t ;V ... \ ■, - . ^ = $_ GROSS RESALE VALUE . """ 

* Number Cartons—.—IX $_1_ Cost *■ ' "* "■■.?* ** • = $_ RETAILERS COST >^-5*:' 4* 

• Subtract Retailers Cost From Gross Sales ■ '■..• . >4 J .-• = $_ GROSS OOLLAR PROFIT 

ADD * 1 - 00 (S® 1 'SeU Allowance) = $_ SET/SELL ALLOWANCE 

••—ADD 5 X 50« or $2.50 (Gratis Packs) { •* - ' ' -’ ' ‘ s $_ RESALE VALUE—5 FREE PACKS 

\ # ADD GROSS DOLLARS + SET/SELL ALLOWANCE -f S FREE PACKS = $_ TOTAL GROSS $ PROFIT 

7 • TOTAL GROSS DOLLAR PROFIT 4- GROSS SALES = $_ GROSS PROFIT MARGIN 

• I ’’Vi*' ”’** ,«J ■■■»,♦. .V*.' : y*' 

CLOSE: ■ - • ___ " 

BRANDS GROWTH AND/OR MARKET SHARE IS AN OPTIONAL ELEMENT OF THIS PRESENTATION AND SHOULD BE USED ON 
AN AS NEEDED BASIS. . ^ , >.■ . . 

~ • '•* '' v^ MLQr!.' A v*r-.>c:lfc :ry 

CONTROLLED OUTLETS u *r ^ ~ 

~ Primary Objectives: (1) Getting to the order guide, (2) Increasing the base inventory in each outlet and (3) Getting the merchandise 
out on the carton end pack racks. 

■I- " r -•'•-• — - • ; 

FOAM/tr . j7 -iV '■ 

^ ■ ^ APPROACH MANAGER: To tell purpose of calf _ : ' " __ 

SERVICE DISPLAYS ANO RACKS . , ... - t.. - • 


. GROSS RESALE VALUE 
. RETAILERS COST 
. GROSS DOLLAR PROFIT 
. SET/SELL ALLOWANCE 
. RESALE VALUE—5iFREE PACKS 
. TOTAL GROSS $iPROFITi 
. GROSS PROFIT MARGIN 


*■• i - ■ i'"**'-. 

v- w;' ■%■ 

■ ' •• 


': v 


• nil and label pack rack. 




• Refill and relocate A-1 or other displays and needed. 


P.O.S. ITEMS (SMALL PIECES): should be put in place as you are re-setting racks and displays. 


'Jr- INVENTORY CARTONS ON HAND: FOLLOW THESE SELLING POINTS: 
; . • (Brands) In which manager is low or short. 

• Manager’s inventory status—your past three trips. 

• Out ol stocks are losing him (Cartons)—(Dollars) Weekly. 


CO 

0-^| 

•si • ~Z% 

)-A 

■ ‘yiLr-ll. 




• The growth of our brands: (See Promotion Rationale). 


List your order: . 


_. List by brands _ 


* Make certain all brand* needed by:the outldts are placed in the order guide. 
Leave order with manager. 

« His weekly order should be increased by_cartons. 
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' *'. * f , ■ ‘ *V V*i'r..L ’ 'fyj 

REPORT IN THESE SECTIONS IN THE'NORMAL MAN-5 
NER. BE ESPECIALLY CAREFUL TO INSURE THAT 
YOUR PROPER TERRITORY NUMBER IS WRITTEN jjF 
AND MARKED IN THE APPROPRIATE SPACES. 

REVIEW YOUR SCANNER CAREFULLY BEFORE MAILING TO MAKE CERTAIN THAT ALL FIELDS J ^ r ' 
ARE MARKED CORRECTLY. ' *• ■ , « f 

... . 


MAIL IN AMPLE TIME FOR THE 
MONDAY MORNING. 


SCANNER TO ARRIVE IN OKLAHOMA .’CITY NO LATER.THAN 



TOTAL 

CALLS 

WEEK 


1 = t 1 3:13 
C23C2U2J 
^33 c3 3 :$3 
:43f43C43 
$ 1 : 51:51 

63CQ3 
- 73 c 7 a:?i 
83 t®3C83 
193C93 93 


O’l 


BREAKDOWN 
Of CALLS —► 


Non-Con trolled 


fctoresAwher* 
Buying aha mer¬ 
chandising de¬ 
cisions are made 
locally. 


Controlled 


Chain stores 
where buying 
and merchandising 
decisions are 
made at head¬ 
quarters. 


TYPE CALLS— 

“Rwv 


Controlled 


(05 :03[Q3 

tn tan a 

l 23 :2arj] 
(33 :SJr0j 
(43 41:43 
[{]:5Jf55 
tga 8icQa 
t73f7ir73 

83C03 

03 :»3 


Con¬ 
trol l«d 


Oj i'O i 103 

iJtJDt t 3 

23 :2 a c 

33C33C33 

L43t43C43 
t53 53C53 
:6a 151 :e3 
73 73 73 

g3 83 83 

9) 93193 


kW;W 
wriyrr 


<r ' ■ ■ , . i ■■ . ;■ 

REPORT NUMBER OF NON-CONTROLLED AND 
NUMBER OF CONTROLLED GALLS MADE EACH 
WEEK. ALSO REPORT THE TOTAL OF ALL GALLS 
MADE. 


I' 


i 


r 





’•4 
\. : 

U- 

i I 


oi 


TOTAL! 
GRATIS 
■ USED 


CQl -03 L03 . 

cia :1 a :t 3 

C23«3C^3 

(SacSiiS) 

(43 :4 a E4? 

c'sarsa:^^ 
(83 c«3 rfll ! A0i- 

( 73 : 77 : 73 ' • 

— c - f - - | l>;Gi 


. -XT. 

■» • '%‘r. 

■ - 

ALL GRATIS USED 
SHOULD BE COM¬ 
BI N E D AND 
TOTAL PACKS; 
USED REPORTED 
IN THIS COLUMN. 




CONSUMER INCENTIVE 


SAMPLE 

20 s 
USED 


toa 03:0a :0 3 O 3 03:0a 
cia :ta tfa eia tacia :ia 
tgi :2'a t2a t2a : 23123:23 

rS3 tilja (35 : 3 a :33C33 
(4a ^(43:43^43:43:43 
(53:55:^3:53:53:53:53 
(03 9(83(53 63 ea 

^9:7)^9(79:73:73173 
(83 93 :0: (03 tga:83^83 
^9|$j cji: tga :93:93:9a 


f' REPORT ■ IN • THESE COLUMNS T*Sf 
ONLY AS. SPECIFICALLY 
INSTRUCTED IN YOUR P.P.P. 

'-■•AW 


■R 


REPORT . TOTAL 
NUMBER OF 20's 
SWITCH SOLD IN 
THIS COLUMN; 


•S 


$£%,; 
'■’1 : 

. ' r w.;. — 


REPORT TOTAL 
NUMBER OF 20's 
USED FOR 
SWITCH SELLING 
AND SAMPLING IN 
THIS COLUMN. 



if, -* t .y 
>;■ \\ 


Source: hi Ds://www.industrydocuments.ucsf.edu/docs/mqykOOOO 


‘.f'.. * »■ •>*-„/. 
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; P*^*r % %■•*•».-.. *4-. . 


R CIGARETTE 


Hktik 1 + 1*1+1+13 :«a datli 
23>23l 2ijc2)l:2if J3p2 3 2 Jc ft 3 tjJ 


G+fl+O+O+OJkO + OikOij 


33 k 3 * 3 * 3 * 3 + 3 * 33*31 


Control lad' ‘ 


43 : 43 : 43 f 4 i :43 [43:43:43^43:43 
63 ;53 [ 52 : 51 : 53:53 c 53 :{3 tfi3t5J 


73k 7 3k 7 3k 7* 7 + 73k 73 k 7+ 7* 7I 


8* eik 6+ 8*8+6*6*8*61 


63*6*6*6+6*6+6+81 


v>.r 


■# > 
.m-, . 


REPORT ALL SALES OF MARLBORO 
IN THIS COLUMN FOR THE FULL 
EIGHT WEEKS. MAKE CERTAIN 
NON- CONTROLLED TOTALS ARE 
SEPARATED FROM CONTROLLED 
TOTALS. 


f'-Jf 




' r; 

V- • 


and. MAJOR CIGARETTE 


Non-Control I ad 


rOJ ' 
m 
c23: 
| c 31: 

C43 ■ 
c$j: 
C6’:■ 
c7k 
dcBi : 
Ic9) 


Q)fO*0*OJ 


2*2*23C2 

3 itsjic 3 j c 33 fc 


4*4*4*4 
5*6* Sit 


6 * 6 * 6*61 
7 it 7it 7* 7i 


8*8*8*8*93 




Control lad 


7*T 


kOikl 


f* 

3: 

+** 

fi: 


+*+! 


+3+ : 


4* 


■fcfefctJr 


oitqjjpj 

1+1+1 

7J efi:?» 
wtjjtiji 
41C41C 47' 
6 * 6 * 5 * 61:51 :fli 
+6+6+6’ tsic®? 1 
TitTJCTii 
k9*ftic8Ke>| 
* 91491 : 91:93 


:,V' 


# 

#: h; 

KVW 




• REPORT ALL SALES OF B'St H 100’S 
IN THIS COLUMN FOR THE FIRST ; 
4 WEEKS (SEP. 2 - SEP. 27) 


•> B & H MULTIF. 2ND 4 WEEKS 
(SEP. 30 - OCT. 25) 


$ ’V : ' 






'H. 

•T,. 

D 




jg, MAJOR CtQARgTTg*; 


Non-Control I «<3 


d*i *i*i*i*i*nki> 


<2342*2*23 


1 1 3 * 3 i 3 3k 3+3+3*3*33 
*4 + 4 3^4*4+4+4+4+45 


C7*7*7*7i 


kO+O+0+03 


Miliwi) 


tglkgikglkgipg: IgltSl :gl 
ceikeikeif Site: :6: :gi :ei 


<n :7> I7J :T! 

cg>kgAgika> ;8i tings :8i '<i 

c9iUJi9)k9n8: t»l rB5[»S 






REPORT ALL SALES OF B & 

MULTIF. IN THIS COLUMN FORCSt? 
THE FIRST 4 WEEKS (SEP. 2 - 
SEP. 27) 

VA. SLIMS — 2ND 4 WEEKSyf^S£ 
(SEP. 30 - OCT. 25) 





C2: 7 :25 -7 ill 1*1 it. egl, 
(gsigl131LglEllE)1Eg! Eg}| 
C4l E4l E4l :4i E4E :4l :4E 545 
cgs:5ic5i:gi:8I:glEg) 
C65 EB1EBlE61Eg! EglEgE IgS 

C75E71E71E71E75E71C7l175 

Eg]Eg]EglEgl,glEg]EgE Eg! 
C93E91E91 E9l Egl Eg! Eg! E&3 


te 


j-1- 

1-. 


«f REPORT THE SALES OF ALL 
WOTHER BRANDS IN THIS COLUMN 
M FOR THE ENTIRE CYCLE. 


->t 3 V 


■. I V 


V;v 15 ; >f ' 


SETUP OR SERVICE 


B-1 


M 5 


*o> 


*63 0 

13 :l sk 1 j 
823(23 123 
33C33t33 

f 43:41 
853:53 53 
61 : 61 : 6 : 
73:73(73 

kfli:8i:8i 

k 9u9 1 : 9i 


:0*0*5rj 
: 1 i cl Jtn 

:2i:2i:23 

C V f3l:3! 
C43C43:4» 
c5::53L5i 
cflicfic6) 

:7-:7):7* 

r 0 :c$ic$) 

[ 9 : c9i:9> 


REPORT AS 
USUAL. 


)\7'h * 

*. 

fe : Lr i>. ' - 
i > 

flity 1 . - V ’ 

r: .1 . 


nt MAJOR CIO. 


SET/SELL 


cOkOuO 

tllCl 3C1 )| 

c2 1 -2 i :2 
C33:3 3:3i| 
c4i >43:4 
C5lC5 J :5 
C 61 :0 1 6 
C7K7K7 
(gugKB 
c9)19 j :9 


:0i:0u03 
CUdlClS 
:ji :2K2) 
Eg: Eg: :g> 
. 1E4H4I 
Eg:Eg:Eg] 
:gi Eg] Egl 

:71E7!E75 
:g::giegl 
Eg]:9i195 


REPORT 
ALL PAID 
SET/SELLS 
DISPLAYS ■ 
FOR 

MARLBORO 
IN THIS 
COLUMN. 


spseixr 

ACftvltY 






DO NOT • ? 
REPORT IN 
THIS 

COLUMN. 






‘ (.‘ j 'e' • 



•• ■ ( 

,'T REPORT ALL 
V' 1ST MAJ. 

SET/SELL f. 
v DISPLAYS : . 

. PLACED \ 

•!' WITHOUT ‘ 

li : 


, . PAYMENT 
IN THIS V 
COLUMN. 


M ' . 

; ' i ; 


REPORT ALLafe 


3RD BRANDS 
SET/SELL 
DISPLAYS j 
PLACED ' 
WITHOUT ' 


PAYMENTi'-^ 
IN THIS 

COLUMN ’ 

, P'V» 



REPORT 
ALL PAID !.• v 
B& H MULTIF. 
SET/SELL 
DISPLAYS ' . 
DURING 12L 
THE FIRST -i 
4 WEEKS ’ > 
VA. SLIMS 
2ND 4 :, f 

WEEKS. 



i, DO NOT $ 
i' REPORT.:. 
(• IN THIS *Ji 
;; SECTION." 

f V 









m 


SUPPLEMENTAL 


DISPLAYS 

ERECTED 


C0*0“*0ii 


C1 1 :1 1 : 
c2if2J:2i| 
13 * 3:33 :3i| 
C4i 
C 51 :g 3:53 

C03C® 3 :0) 

c7i :7J:7J 
( 81 :$i 81 
c93:9i : 91 


k0*0*0j| 




C41:4i141 
c53(5i:5i 
c6i:6J 63 ' 
C73C73173 
C83 81 : 8 i . 
r9i:9i:9i 


report „ 
ALL A-l 3j ; , 
DISPLAYS' 
ERECTED .? 
THIS CYCLE 
IN THIS 
COLUMN.. 


isMs 




9 PECIAL 

ACTIVITY 


DO NOT 
REPORT 


IN THIS f 
COLUMN* 




' . 

•. •-' I i 



t-TitOOSSOOT 


■ 1 


I %l(j 


■a <; - 


■ i i , 

-i 


■ 4 -- v ■ 

Source: https://www.industrydocuments.uc i/docs/mqykOOOO 
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■w^Advertising:*!, 

■ •.'■I. t’V!.- «. * * • J • • ... . , ••.',• •.«!.* . * .. ... ' . .• I ‘\ ..A: V.n.l •. 
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WfM’SALES CYCLE 

: '' : ■ ■ ''■■■'!v'V;." •''■ ,' v > V.yy,:';'!iy;: : .•■■': [f-< ; 
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,MARLBORO 


BENSON «. HEDGES 


; . VIRGINIA SLIMS y' MULTIFILTER 


PARLIAMENT 

TER '• : ■ 1 '] ' 






■ '"1. • - '•.■•■ '.'•'. 

■ r '+£■¥?»-;; - J • ,.:.. 1 i 

■ ■ *v~- V-. ■'.«..>■ :■ i'.'-r. ■>.■»■. * ■ 


• : ' V - '•* ■ :: ■" ■-rH::/ ■''• .'V^-yf" ■-. j'■ 1^';• '•'' 
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Sf ; . . ... .. J.V... : '. ^; . 
'..■- .' »•>■ R '. ': ■-"■ 

•; ;, :;>■■ ,;. 4 ! - ;'. 

f ( . - K\ ■ 


Nf^fSrweeJT 

.. A 

r T ... USNews 

‘ ■ * • - - 


^|v4^;4v' :.*■•• ; " v f 

'• l ^- >P 


NATIONAL PERIODICALS 

ON SALE THIS CYCLE i-i 


‘f-- ? : ;: . V . .. 


VIRGINIA SLIMS PARLIAMENT 


fe. : >:-. >. W&M : L . : : 

**? - -. --' > **.* -' ' .- - •'!%£'_' : Mg ?:%*&&&&(£ -'- • *>,’ * 

■'■ -■ >¥^; _T ';' ;•' ■ .•■■---?.-'•.<» v ^ .'. '. K- ' -; 

UAMENTf vBENSON «» HEDOES MULTI FILTER '£~>*5 T.C- ';%'■• -,-'<' - 


. . .If*■ ■■>. '.. 


•; rf ••--■' v-. f 

■/■A 

"M^V' I'';' b~ r 

f;S; .' .Vig. ..' ;>•' 

i fi r.;--':- 

Sh:.g% ( ? /;,/'V : 

., 7. fcts! 1 . v*. 1 :..? 1 '* *.i i. 


TV Guide ' - -- *. ; 

Tim* .' ..: - :■. - -• 

NewtwHk • '-' 

U-S. News L World Report 
People 

Sports Illustrated 

Playboy - 

Penthouse . . V. V 

Oul . -..T T:.y 

Esquire ". 1 

Popular science 
Popular Merchanlcs 
Mecftani* illustrated 
Sport 
True 

Sports Afield 

Sporting News 

Argosy 

Outdoor Ufe 

Field 4 Stream • *' 

VFW Magazine 
American Legion 
Motor Trend 
Hod Rod 
Car craft 
Road 4 Track 
Family (Army Times) 

Ebony 

Woman's Oay 
Viva 

Harvard Lampoon . 

Ufe 


. TV Guide 

People •* . •'."c. • 

' McCalls . 

Ladies Home Journal V' ’- 

Rea book .. . 

Cosmopolitan 

Vogue * . •* 

Mademoiselle v ’ -'•./• 

- Harper's Bazaar _ 

. Family Circle b'. ■;'** 

Woman's Day v ?•; 

American Home ' . ---r* 

House & Garden : 

House Beautiful 

MacFadden's Women's Group 

Dell Modern Group 

Southern Living 

ideal Women's Group 

Glamour 

Viva 

Girl Talk . .. 

Ebony _ . , 

Jet ■ 

Womens Sports 
Essence 


TV Guide ^ vr. 

Tim* * . . sr •.-r. 

Newsweek ■ - • • 

U.S. News & World Report 
Sports Illustrated 
Mccalls 

Ladles Home journal 
Family Circle 

Psychology Today : w V. . 

Money 

Travel & Leisure 
Signature 

Saturday Review/World 
Harpers 

Atlantic v - 

New Times 

National Jewish Monthly 


^. VTV Guide 

: ■£ TJ me- jxt iv> '-y/ 

'y ?Newsweek -re! ’ - * • 

.-'.’-.'-J U.S. News 4 World Report 4 

- People 

- Sport Illustrated 

b.‘; f Esq u Ire : - . * ^: : ' 

iS 'Playboy . 

pent nous* '■ 

>v-7-; ©ul 

■ - Ebony • 

- Black Enterprise ... 

- • J#t .^..’v T*-*rC*^ 

Contact : .• - ^ . y^.r. 

-- -.Essence 'r-ljryr- 

Players' 'S-.v;- 

r;-.-J - McCalls ■ : i ? : ' 0 - T ■•'m. 

J Ladles Home Journal V : 

. ; - Red book . • 


■V' 


Saturday Review/World ^ 
Atlantic ‘ {jb- 

Psycnoiogy Today •> •;■ 
Money 

Travel A Leisure 

Harper's. 

New Times ' 

Gourmet 

Southern Uvlng 
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Benson & Hedges, 
Parliament, 

M Marlboro 


■ ft- . 

.v v " 


• ‘Bulletin Dimensions: ' ' ... vK 

Bulletin (Permanent & rotating) - 12’x48’ - 20‘x70 (.NU 
Poster (30-Sneet Panels) • 12*x2S* , '*';l’.i 

U’lnnc t O.Qhppt Panpk) • . i" ' 


i . Bulletin tKermaneru on ruiaimyi - it *-*o - «w w , « 

Poster (30-Sneet Panels) • 12*x2S* , . : ■ j 

Kings (8-Sheet Panels) - SB-xeS” • . . i' . M 

'• 2-Sneet - 45"x59‘/i” - V‘ : ' ’• : ; l' : : Vl' 

',’1, i ■■ . j l, -s v' ■ V • -t.'lV-V:, ' ; !l*. 


■■X 

’ ,,; K 




>1; / 


.■ v,,; 




M ■■ .« 


• ,i• ■ii'AA.i 


iS• "*' ■ =' '' 
>' ' 'A 


t r 






f!)urce 


• ■ t>. • - * , . .*• . --. - ^ , • 

: htl|»://wyiw^jfc^5PP^^s.UCiil^U/docs/mqyk00^, 
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//> 7c7 ■: * :■•'v; ■ 7y//£ .■ 


7/7777 


Tf-.: 5 . ., 


-•■v 

V* ■-. --.*t~' • ;t-'.‘»Af<*~;» - 



WiWPWWfP' 

boro, Virginia Slims. 

Benson & Hedges • •WllfcW K|^:>WiI$» 
on & Hedges, Marlboro', 'fefi'il ^j>%, 
;,Virginia Slims •••v.*^..XM'.t#W*WK> l m ; 


*«w 

/T 5 ' - 

■ ■ '^■■■f&S ■ - V — ■ -' r- - '■■'*:■ 

7-r^. >.*. 

_, ■-■■_> p • 

i* , ~' V - -. ~'Zj_ ■ :. ' 

- ■ >jrf»T * • f* 


1 •>*• i• IW••• )'.fW 

* J 5 . 1 *, v Boston • *{[,■• Advertiser/Herald Parliament, Benson A Hedges, 

/<!‘. l :V ’i.'W. New York., Long Island Benson & Hedges, Marlboro. . 


:••*«■:!*.>; Benson & Hedges, Marlboro. 

> V W. ‘ il/irninla Clime 0**11 imarv* \ 


., • , 1. t •;,•• - : If] J,.. .. - • • Vi', * . »• ■■«•>■»•••, u • ivwgva, 

'/' lu'c\ : : •- ; N e wa rk : I; St a r Led ge r • £'• 7 Parliament *.' •; .■$.* \* /; • < ? 1* \ 1 : ! 

- »f • •: •■•' ✓ ■•; '7 •■ ? *• - ■' ‘ # j '• 1 \ *■» <- v 7 

;-r \ »i. t I Providence Journal. . Benson A Hedges, Marlboro. 

};<$.- ^-r:-i;; r^y v,r9ln,a S,,ms ' Par,lame ? t , v ;<, 

5 - • r * i ■ * * • • ! Rnrhe^ter Demnrrat i L "/‘■•Vf Rpncnn Martnac MsriKnm' 


■ v l! -'i ,? ' » 4 ’* ‘ ! Vl: -\ r \ *. ,... * « i ■ -vv). r. 

• ,'; I' 1 .' /.Worcester .bunday-Telegram ‘ Benson & Hedges, Marlboro. 

'% . v M i'",.i , ' /Virginia Slims, Parliament 

■ —/(• i// : ' H V'5',* -’^i ■'' 1'^ '•'{/ •'}' ’ '' '1/ ^ 

! v !r-r ' . .■> ■' a.;.;; Vk'- ^ 

/' : t «; Boston Globe, ! ' -/.Marlboro Menthol l {.‘.vj-■. 

iWV.O.IHeanA,* Dnr* Talanrsm - ; MaflbOTO MebthOl . -K 1 ' 


• Bridgeport .Post Telegram .MariDoro Mentnoi 

■ • >/"''• •■ •>•■• 

Hartford ( Courant, Times ;,. Marlboro Menthol • 'Jit 'Ij'. 

1 V "( • - , J, t ,1 1 ii . • * • ' t, I' *^. 4 "'* 1 1 ’ 

*. >V,V./ New Haven Register ' '.Marlboro Menthol • ) ^7. . 4 V'«S 

: V' \ New York News, Post, N 'Marlboro Menthol 

•• ,.;Vnmes ;( •. ’ i . 

. •!•*•;• v *i. i-*.v ■'*••! 1 t-‘.-»•••'• 

■ y ’ 1 », .• •• .. Amsterdam News Benson A Hedges, •::#*•;«L‘ l\ 

•.'w;;;: VV'Vv V- . ^ ' Marlboro Menthol , • . *•: ;v 

: j.‘{ V;* v^-i * •* l -“ 7. ;<■ ' 

..1 ' Jamaica Voice .'Benson A Hedges, 5-.* 

. •: . : . - t Marlboro Menthol . 

. .,•» -• •• ••'•'« • ■' >r.4 •■ . 

> , • • j' ■ Newark Afro- ; Benson A Hedges, Vi ! 

. American Marlboro Menthol • . . , 


Bridgeport Post Telegram 


•it;:'£7/7 


1 • Long Island 

• 1 Newsday 

New Jersey Paterson News ' 

Trenton Times 


Marlboro Menthol 


. Marlboro Menthol 
Marlboro Menthol 










Enel 

Card '''*• :■'* .7 L " *' " *-■ C<■' 



OCTOBER 

**pf is.I'M. I tTwTTJf~Ts" S™ 

■ \ ID 30 J_; _r _3_ 4_ !5_ .'Xy witl 

Jjr JL JL J_ JL 7J ii 1Z "Kv 

r& 2211 !*! J* II: 1®. 19 G°i 

20 21 22 23 24 2S 58 ’ ■ °° u 


SmaIt Shelf Talker ... -?^y;50 
$ with coupon pad 

; Counter Card with 7y’..r J 60 
',.; coupon pad Jggg&S -'i 




;v-- , K:-.;- J . 


£*&£?*<*■*£& 
«..,..■:>■ 60 * 


, »vj ■.>;« t 


^3RD FEATURED BRANDS ffl 

.» BENSON & HEDGES: !sTm | t | v»|t | ifTT' 

-•MULTIFILTER - deneric ‘ Uliilil 

, s} ^. ijj ; .. •] 9j JO !i 12 13 

J?.. <5 Ji jJi J8 29 20 21 

,^S*pt. 2 - Sept. 27, 1974 72 23 24 1 25 26 22 W' 


/^sept. 2 - sept. 27, 1974 I22l73|24l25l26|27j 

•^Irc^nia' sums^^^^ rnr f rrf ft 

:-.-3 Nostalgic MatchBoxes i ~? , 7;y £• 
■/with 2 Packs - --T. ■ ■; -> 13 m 7 s 16I17 ts '■ 
,V so 31 n nht n 
Sept, x - Oct. 25,1974 ■ V IMittittMM 

W§f; y ; K v f ; 

■ -* fe tjft■$:-V?'%s • -'■'.;■ 

-• ' \y- A 3S^'A '■ J.-. 5y *i ■ ;.,vA.' 


>ell Poster 

SK&S^-^'s/R 


U >f'v- 

■V; : 7 . v-TF-r-.^C' - ... 

•:. 20 pack Set/Sell . . - •- -„. - 

36 Peck Set/Sell \?{'A 50 

* with Instruction y ’}' r , 




VIRGINIA SLIMS - Generic 

'5f<^y ■-•** ■ - .y. *.;**. *v 

Non-on-pack States (Nebraska 
& Mon tana | •£'-Ji. ;j A ■■ 

Sept. 30 - Oct. 25. 1974 ' J.X-. 

MISCELLANEOUS ~I 


“SPECIAL OFFER" 10 Carton Bands 
Daily Work Record . r .. . 

Retail Order Pads . .X. 

Masking Tape ‘ -a ; - 

Scanner Sheets ^ " ^ 


ocTQBtn 

M m| t [wTt| fT s~ 
Mao i TTTTTT 
s I ? | a 9 1 ip TTTT? 


;■. Sheet ■ ,■ ^,'0%'?* 
■y-,-. 1-^'- : ^XVr? r 

i;' ‘ ,y. ; 

v -7'- . / •f' *'• 3 


* Nostalgic Matches 
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RETAIL ACTIVITY 


* SELti-INl 
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10 carton combination sell-in with 5% hand gratis up to 10 cartons. 
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5 Marlboro (2 100** Box, 2 Lights. 

1 Menthol) 

3 Benson & Hedges 100's (2 Regular 
& 1 Menthol) 

2 Benson & Hedges Multifilter (1 Regular 
& 1 Menthol) 
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5 Marlboro (2 100*s Box, 2 Lights, 

1 Menthol) 

3 Benson & Hedges MultifUter (2 Regular 
& 1 Menthol) 

2 Virginia Slims (1 Regular & 1 Menthol) 


Sell-in adrftional cartons ot Marlboro Red and other Philip Morris Brands (Gratis will not be offered for purchase of 
Marlboro Red 80/85mm). ' _ 

Latitude will be permitted in changing the product mix in the 10-carton sell-in. Example: We suggested 2-100‘s Box, 
2-Lights, and 1-Methol for Marlboro sell-in as First Featured Brand. In an instance where your customer has on hand a 
sufficient supply of Lights and Menthol, sell-in S-cartons of Marlboro 100‘s Box. Direct any further questions to your 
Division Manager regarding latitude in selling in the 10-carton offer. 


HAND GRATIS 
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1 PACK FREE with 2-CARTONS 


OPTO | | | | | [| 5 PACKS FREE with 10-CARTQN PURCHASE 



. $1.00 Set/Sell allowance for displays placed in a self-service position 
for 2 weeks. With merchandising contract - use 20packSet/Sell displays. 
Without merchandising contract, use 30 pack Set/Sell displays. 


DISPLAY LOCATIONS 


GRATIS RECEIPT 



V" COUNTER 


(NOTE: Combinations you can offer: 
5% hand gratis + SI LOO Set/Sell or 
$1.00 Set/Selll 



PLACE DISPLAYS — Show $1.00 for display payment on bottom of gratis receipt. 

• ^ SIGNATURE — Dealer signature required. 

V COMPLETED RECEIPT — Attach to Weekly Expense Voucher, or Daily Work Record. 
T; RECORD ..... ’ : — In accordance with Section Policy. 



/ SPECIAL SELL-IN/DISPLAY ACTIVITY 


(• Natioraf: Refer to Display Set-up page inside Product Promotion Plen Folder 

• San Francisco: See Merchandising Set-up page 

• Sections // U, & IV: See Merchandising Set-up page 

• Hawaii: See Merchandising Set-up pege 


FEATURED BRANDS 



































